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摘  要 









































With the coming of 3G era and the latest regrouping of telecom enterprises, in 
which China Telecom had took over CDMA network asset and business from China 
Unicom, China Unicom had merged with China Netcom, the basic telecom business 
of China Satcom had been took over by China Telecom, and China TieTong had been 
took over by China Mobile, the new three telecom operators finally has their own 
respectively capability of operating both mobile and fixed-line business. The 
competition among these enterprises and the rapid growth of China’s economy has 
brought telecom industry to an unprecedented circumstance. With relatively integrated 
network and customer resources, one has to set its strategy around customers, find out 
their demand, subdivide customers, improving customer relationship and reduce 
customer loss in order to get more profit and to establish an unassailable position. The 
main purpose of this dissertation is to analyze the current situation and deficiency of 
CRM in domestic telecom enterprise, and then brings forward a systematic solution 
based on Niche Marketing theory. 
First, this dissertation introduces the theory of Customer Relationship 
Management (CRM), and the research on the present situation of domestic telecom 
enterprises, the necessity of Niche Marketing. 
Second, based on the theory of CRM and Niche Marketing, this dissertation 
brings forward the design of Niche Marketing system, along with the process and 
method. 
Finally, Based on the actual situation of GY Telecom, this dissertation expatiates 
on design and use of Niche Marketing system with the key function customer 
relationship maintenance. With the use of this system, telecom enterprise can 
subdivide customers, find out the high value ones, improving customer relationship 
and reduce customer loss. Niche Marketing system can also be used in bank, 
insurance and security industries. 
 
 













目  录 
目  录 
第一章 绪论 .............................................................................................. 1 
1.1 课题意义及背景 ............................................................................................. 1 
1.1.1 CRM 的发展背景和意义 ....................................................................... 1 
1.1.2 针对性营销的发展背景和意义 ............................................................ 3 
1.1.3 CRM 和针对性营销对电信企业的意义和作用 ................................... 4 
1.2 论文的主要工作 ............................................................................................. 4 
1.3 论文的组织结构 ............................................................................................. 5 
第二章 CRM 理论基础 ............................................................................ 6 
2.1 CRM 的概论 .................................................................................................... 6 
2.1.1 CRM 定义 ............................................................................................... 6 
2.2 CRM 系统的分类 ............................................................................................ 7 
2.3 CRM 系统的基本特征 .................................................................................... 9 
2.4 CRM 的功能 .................................................................................................. 10 
2.5 本章小结 ....................................................................................................... 12 
第三章 中国电信实施 CRM 的现状分析 ............................................13 
3.1 电信行业、电信产品与电信客户的特点 ................................................... 13 
3.1.1 电信行业的特点 .................................................................................. 13 
3.1.2 电信产品的特点 .................................................................................. 14 
3.1.3 电信客户的特点 .................................................................................. 14 
3.2 中国电信对 CRM 的定义 ............................................................................ 15 
3.3 中国电信研究和发展 CRM 的必要性 ........................................................ 15 
3.4 中国电信 CRM 系统的功能介绍 ................................................................ 16 
3.5 当前中国电信 CRM 的不足 ........................................................................ 19 
3.6 本章小结 ....................................................................................................... 20 
第四章 针对性营销理论 ........................................................................21 
4.1 针对性营销的概论 ....................................................................................... 21 
4.1.1 针对性营销的定义 .............................................................................. 21 













基于 CRM 的电信针对性营销系统的研究与设计 
4.2 针对性营销对电信企业的作用 ................................................................... 22 
4.3 客户的细分与定位 ....................................................................................... 23 
4.3.1 客户细分 .............................................................................................. 23 
4.3.2 客户定位 .............................................................................................. 24 
4.4 本章小结 ....................................................................................................... 26 
第五章 构建基于 CRM 的电信企业针对性营销系统 ........................27 
5.1 针对性营销的流程与方法 ........................................................................... 27 
5.2 构建基于 CRM 的针对性营销系统 ............................................................ 28 
5.3 针对性营销系统功能的设计 ....................................................................... 29 
5.4 本章小结 ....................................................................................................... 33 
第六章 系统的设计与实现 ....................................................................34 
6.1 GY 电信公司情况简介 ................................................................................. 34 
6.2 针对性营销维系挽留系统设计 ................................................................... 34 
6.2.1 针对性营销维系挽留系统的任务 ...................................................... 35 
6.2.2 针对性营销维系挽留系统的功能 ...................................................... 36 
6.2.3 针对性营销维系挽留客户生命周期的维系挽留过程 ...................... 36 
6.2.4 针对性营销维系统挽留客户的目标 .................................................. 37 
6.3 GY 电信公司针对性营销维系挽留系统的实现 ......................................... 38 
6.3.1 客户关怀功能 ...................................................................................... 39 
6.3.2 客户价值提升功能 .............................................................................. 39 
6.3.3 流失预警功能 ...................................................................................... 40 
6.3.4 客户个性化资料管理功能 .................................................................. 41 
6.4 本章小结 ....................................................................................................... 42 
第七章 总结与展望 ................................................................................43 
7.1 总结................................................................................................................ 43 
7.2 展望................................................................................................................ 43 
参考文献...................................................................................................45 















Chapter 1  Introduction .......................................................................... 1 
1.1  Background .................................................................................................. 1 
1.1.1  Development and Significance of CRM .............................................. 1 
1.1.2  Development and Significance of Niche Marketing ............................ 3 
1.1.3  Significance and Function of CRM and Niche Marketing for Telecom 
Enterprise ............................................................................................. 4 
1.2  Main Research .............................................................................................. 4 
1.3  Outline of the Dissertation .......................................................................... 5 
Chapter 2  Theory Basis of CRM .......................................................... 6 
2.1  Introduction of Customer Relationship Management .............................. 6 
2.1.1  Definition of CRM ............................................................................... 6 
2.2  Classification of CRM.................................................................................. 7 
2.3  Basic Features of CRM System .................................................................. 9 
2.4  Function of CRM ....................................................................................... 10 
2.5  Summary ..................................................................................................... 12 
Chapter 3  Analysis on CRM of China Telecom ................................13 
3.1  Features of Telecom Industry, Product and Customer ........................... 13 
3.1.1  Features of Telecom Industry ............................................................ 13 
3.1.2  Features of Telecom Product ............................................................. 14 
3.1.3  Features of Telecom Customer .......................................................... 14 
3.2  Definition of CRM by China Telecom ...................................................... 15 
3.3  Necessity of Research and Development on CRM for China Telecom .. 15 
3.4  Introduction of CRM of China Telecom .................................................. 16 
3.5  Deficiency of CRM of China Telecom ...................................................... 19 
3.6  Summary ..................................................................................................... 20 
Chapter 4  Theory of Niche Marketing ..............................................21 
4.1  Introduction of Niche Marketing.............................................................. 21 
4.1.1  Definition of Niche Marketing ........................................................... 21 
4.1.2  Function of Niche Marketing ............................................................. 21 














4.3  Subdivision and Positioning of Customer ................................................ 23 
4.3.1  Customer Subdivision ........................................................................ 23 
4.3.2  Customer Positioning ......................................................................... 24 
4.4  Summary ..................................................................................................... 26 
Chapter 5  Design of Niche Marketing System for Telecom 
Enterprise Based on CRM ...............................................27 
5.1  Process and Method of Niche Marketing ................................................. 27 
5.2  Design of Niche Marketing System Based on CRM ............................... 28 
5.3  Funtion Design of Niche Marketing System ............................................ 29 
5.4  Summary ..................................................................................................... 33 
Chapter 6  Design and Use of Niche Marketing System ...................34 
6.1  Introduction of GY Telecom ...................................................................... 34 
6.2  Design of Niche Marketing System .......................................................... 34 
6.2.1  Task of Niche Marketing System ...................................................... 35 
6.2.2  Funtion of Niche Marketing System .................................................. 36 
6.2.3  Process of Customer Lifecycle Maintenance in Niche Marketing 
System ................................................................................................ 36 
6.2.4  Objective of Maintenance in Niche Marketing System ..................... 37 
6.3  Design and Use of Niche Marketig System for GY Telecom .................. 38 
6.3.1  Fuction: Customer Care ..................................................................... 39 
6.3.2  Fuction: Value Improvement ............................................................. 39 
6.3.3  Fuction: Precaution of Customer Loss ............................................... 40 
6.3.4  Fuction: Individual Information Management ................................... 41 
6.4  Summary ..................................................................................................... 42 
Chapter 7  Conclusions and Prospect .................................................43 
7.1  Conclusions ................................................................................................. 43 















第一章  绪 论  
 1 
第一章  绪 论 
1.1 课题意义及背景 
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1.1.3 CRM 和针对性营销对电信企业的意义和作用 















































第一章 绪论，简述 CRM 的发展背景和意义、针对性营销的发展背景和意
义、在电信企业中应用 CRM 和针对性营销的意义和作用、以及本课题的主要工
作和论文的组织结构。 
第二章 CRM 的理论基础，介绍 CRM 的定义、CRM 系统的分类、特征及
功能。 
第三章 中国电信实施 CRM 的现状分析，介绍电信行业、电信产品与电信
客户的特点，中国电信对 CRM 的定义，中国电信研究和发展 CRM 的必要性，
中国电信 CRM 系统的功能，及当前中国电信 CRM 的不足。 
第四章 针对性营销理论，介绍针对性营销的定义、针对性营销的作用等。 
第五章 基于 CRM 的电信企业针对性营销系统。 
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第二章  CRM 理论基础 





2.1 CRM 的概论 












































2.2 CRM 系统的分类 
按照功能分类方法，可以将 CRM 应用系统分为操作型(Operational)、分析型
(Analytical)和协作型(Collaborative)三类，如图 2-1 所示[14]。 
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